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. Humanity living
I equitably within the

=§-I

' means of nature.

~ -Mathis Wackernagel and William Rees (1996)
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Fgure 1: World population is projected to reach 9 billion by 2050;
unsustaincble at a middle income level (global average).
Saurce: World Resourcas Institute (WRID/ Earthtrends, 2008 °©
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e il

If it's not fun,
it's not sustaina%l@.

Guy Tauncey
i Earthfuture.com
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beers, focused
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Company. Core \Viurs and, Belefs

Remembering that we are incredibly lucky to create something |« = .=
fine that enhances people's lives while surpassing our .
consumers' expectations.

Producing world-class beers. Aﬁ,ﬁ  oy

Promoting beer culture and the responsible
enjoyment of beer.
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Kindling social, environmental and cultural change
as a business role model.

Environmental stewardship: Honoring nature
at every turn of the business.

== Cultivating potential through learning, high involvement g%

culture, and the pursuit of opportunities. ;
P —

Balancing the myriad needs of the company,

our co-workers and their families.

Trusting each other‘éﬁd"cdmmitting to-authehtic
relationships and communications.

Continuous, innovative quality and
efficiency improvements.

: ?1.0. A .""‘i.n- : :

4. “Bocky, Mountain










-y — FON CONTIWUATION Of ROUTES SUE INBET AT RIOMT




able of .Contents

Introduction

1.0 SMS OBJECTIVES AND GUIDING PRINCIPALS

2.0 STRATEGIC PRIORITY

3.0 TARGET AREAS
3.1 CarbDON FOOIPTTIINE ... ean e
2.2 Water StetardShiD ...........ccoooceeieeeeeeeeeeeee e
3.3 ClOSTIIG LOODS ... e e e eaane
AQUOCACY et e e e e e e e e enaeeeeans

Portfolio Screening TOOl...............oooooeeeeeeeeeeee e
Procurement GUIE...............occoeeeeeeeeeeeeeeee et e et eaeenas
DesSiGN GUIARITIES ...t e e e e eeaae e e eanas
AdAITTONAI TOOIS ...

MANAGEMENT SYSTEM

5.1 Annual Reporting ...

5.2 Periodic Updating ofSMS
5.3 Sustentacular BI—Annum'Meehngs

APPENDICES

6.1 Sustainability Report.... ..
Personal Tips for r'educ'mg _;our eco!og[calfootprmt
Information for Advocating ...
Purchasing Gmdehnes
ACCOMPLSIIMENES ..ot

- _L T ST




. %
g-.
g.'
i
§

0
WD LY AN |

Companies addressing Companies involving
Sustainability coworkers in
Sustainability
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Closing Loops :::: Eliminating Waste

Water Stewardship

Carbon Footprint :::: Fossil Fuel Consumptio



| The Water Imperative
Global water supply, trillion cubic meters
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40% gap

Improvements in

technology and
infrastructure could

reduce the gap o 30%.
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McKinsey & Company, 2009.
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For more information, please visit: 1
. >> www.savethecolorado.org




JON WATERMAN PHOTO BY PETER MCBRIDE
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From mighty to mudflats. The river that fills the massive Lake Powell,
carves’its way through the Grand Canyon and provides 30 million people
the means to live, never meets the®sea: But it met Jonathan Waterman
and a group of skinny dippers who are determined to expose its plight.
Share a Skinny Dip and meet the Colorado River at SaveTheColorado.org:
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2010-2012

SaveTheColorado.org

$500,000

e Raise public awareness
 Promote conservation
[}

Ecological health






New Belgium Brewing Co.
2009 Waste Diversion

(sans Spent Grain & Sludge) = 95.6%

Recycled
93%

Composted

~_Landfilled

4%
3%
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Carpet roll legs

Bowling Lane Desk Tops
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NEW BELGIU M, Wind Powered & Employee Owned

Light Shelves
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SI\/IART GRID

-A smart grid delivers
" electricity from
-isuppliers to
| econsumers using
dlgltal technology to

‘isave energy, reduce
s cost and increase
| reliability.
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“.. Solar array on Packaging Hall
 Largest privately owned array in Colorado

« 200 kW
e 263,790 kWhlyr

» 3% of total ELECTRICITY
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WOODWARD

The Power Behind Renewable
and Distributed Energy
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Fowering Business Worldwide
COMMITIED 1O EXCELLENCE
PA
/
City of
Fort Collins F@—ﬂ
/n\..ﬁ.

Uﬂh’ﬁ[ﬁin" Fort Collins Housing Authorily
@ Community Foundation E{ﬁﬂé?ngﬂ;? Dﬁi{:e

of NORTHERN COLORADO

BOHEMIAN



The Sustainable Purchasing Guidelines

Through action and advocacy, New Belgium strives to be a sustainable business role
model, and we prefer vendors who are doing the same. The world is beginning to
expect that providers of goods and services be accountable for the impact of
sourcing, making, and selling their products. So, not only is sustainable procurement
the ethical thing to do, it is strategically advantageous as well. We look to partner
with companies who:




Life Cycle Assessment:
Measuring the Carbon Footprint of a

6-pack of Fat Tire 1
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é/ NEW BELGIUM, Wind Powered & Emplayee Owned

What IS a
“Carbon Footprint”?

The total amount of GHGs
emitted across the life cycle
of a product.

The carbon footprint of 1 six-pack of
i ' %,_ Fat Tire, in 2006, was

. 3289g CO,e.

Complare Map of Konsar, see poper 4443



i'5?'71:}-‘---‘'_:Carbon Footprint for 6pk of Fat Tire =
: - 3,289 grams CO,e
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6.6%
-2“”%
2.3%

3.9%

Bl All Other Sources
M CO,
Ml Faper

Brewing Operations

B Use
W Distribution

B Malt

B Barley
M Glass
B Retail




How does Fat Tire Compare?
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